Abstract
Introduction
Customers are the focus of any business (Florea N.V., 2014, p. 55) . In order to understand the process of communication with your customers as well as possible, you first have to note the clients' typology.
In Dwyer's opinion, clients can be (J. Dwyer, p. 267): -individual -B2B (business-to-business) (relations and transactions are the type 1-to-1);
-industrial -B2C (business-to-consumer) (arise between businesses or Government agencies, and the relationship depends on the communication and coordination between companies and their partners or stakeholders);
-person -to -person -P2P (peer-to-peer) (occurs when an individual buys from another without the assistance of a specialized business persons); -internal service based on special meetings (offers answers/feedback and products and services to external clients from inside the Organization).
According to Bly R.W. they may be (Bly R.W., 2009, p. 44) : -buyers -supporters of that product/service, to such an extent that they recommend it to other people as well;
-consumers -people who buy a product, thinking about its benefits, realizing deliberate shopping, as a result of making a decision;
-relative non-consumers -people who buy the product but are not faithful to it; -prospective consumers -people who do not want to buy from an organization, while the latter invests time and money trying to make them its clients.
Communication and relationship -ways to attract and retain the valuable customers
Interpersonal communication is a vector of quality and performance (Tanasescu D.A., Florea N.V., 2016, p.12) , and communicating with customers is very important, since we are in the fifth era of development of the concept of marketing, according to King R.'s vision (after the eras of: producers, sellers, modern marketing and societal marketing), namely that of relational marketing.
This concept is based on three different but inter-related approaches (HennigThurau T. Hansen, U., 2013, p. 4):
-the relationship from the behavioral perspective -where new ideas are built, such as:
• attracting and keeping clients -offers another alternative of transactional marketing based on the 4Ps through customization for each customer or segment of customers. From the perspective of the product, it can provide certain particular elements, from the perspective of promotion it can use integrated communication (each message reinforcing or weakening the relationship with the customers), interactivity (active listening, complaints management, effective use of online and phone communication), from the perspective of price, strategies can be applied based on differentiated prices, prices can be determined based on the value of the clients' life cycle (calculation of the value of the present and future value, offering discounts for customer loyalty) and from the perspective of the distribution by reaching closer to the customer;
• trust -based on the use of the products/services, one can determine the integrity of those who provide them, the degree of mutual confidence, risk reduction,
• satisfaction -creating direct effective and lasting relations;
• loyalty or customer loyalty -measures the value added to the services created on the basis of the amount spent by the client and of the quality of the transaction (the atmosphere needed to meet the customer to achieve the goal of making him buy, using the five elements of sensory marketing: sight, hearing, touch, smell and taste as well as merchandising -the art of placing the goods in the shop windows but also inside the shop), but also on the quantity of the transaction (number of purchases, visits made, the amount spent, frequency of purchase). Being loyal means to always buy from the same manufacturer, distributor, store or brand, to buy even though prices increases, and to convince other potential customers to become customers. Beside the term loyalty there appears the term genuine loyalty, which means that as a loyal customer, you will buy from the same company even if it makes mistakes or does not keep the pace with the changes brought about by competition (Hennig-Thurau T., Hansen, U., 2013, p. 35 ).
• the commitment -the measurement of the emotional and empathic response but also of the gap/difference between expectations and the results obtained with a view to creating a lasting commitment and a long-term relationship,
-relationship from the perspective of creating a social network -is based on the interactive character of networking in the field of B-2-B that use multi-facetted, complex and long-term social systems,
-relationship from the perspective of the economic institutions -is based on the theorists' perspectives analyzing the emergence, development and potential decrease in importance of this phenomenon called relationship.
Communication with customers is the most important part of a business. A business cannot survive without customers, so it is very important for the organization to know to communicate with them correctly and have the skills of listening, responding to complaints, to efficiently manage customer relationship (CRM), to attract and to satisfy customers' needs (Gopal N., 2009). Communication with clients involves developing strong relationships based on attracting and developing the best employees' skills, and knowledge necessary to meet their needs faster, cheaper and better (Florea N.V., Tănăsescu I. A., 2016, p.18) .
Organizations, whether they are very large or very small, all rely on customers (Frater G., 2003, p. 129) . Searching for external clients is a vital issue, without a deal they cannot work and cannot survive. Employees can also be clients, but internally, and are offered a monthly reward, identity and self-esteem, winning new experiences and knowledge at work. It is easy to transmit information and communicate with internal clients, when they are few, it is more difficult to do this when the company is large and has many employees. Here it is necessary to use databases that record who buys, why they buy and even the method of payment.
Communication is formal in such an institution, relations are not so close, and the correct and timely transmission of messages becomes vital in gaining and maintaining customer relationships. Effectiveness of communication within CRM is based on the ability to engage consumers in a dialogue that leads to an increase of their confidence in the brand, and the effectiveness of the specialists lies in the development and delivery of programs and the calculation of results via marketing efforts: sales volume, profit and achieving goals simultaneously to customer satisfaction.
Communication programs used in the relationships with customers may be formal or informal. Formal communication programs with customers should be based on achieving several important goals:
-maintaining one's customers, -increasing the quantity purchased by customers, -increasing the purchase frequency/rate. The key elements of a successful CRM process are: -development of a mental process of communication with one's customers, -development of a simple, not complex, communication process -realizing a database offering transparency to those who use it, -offering consumers added value based on the communication relationship created. Customer relation management calls for a fundamentally new relation with the client, all the organization members should be prepared to have a unitary way of thinking and acting, turned to the client. Customer-orientation is a way to keep strong ties with them, modelled after the intensity of this link (Zolondz H.D., 2009, p. 95) . Customerorientation is realized along with the orientation to the quality given to them.
Models used to determine the value of the organizational clients
To understand the value of its clients, any company must measure this value using various models, which are given below.
The life cycle of the relationship with customers.
Describes legitimacies in the development of the temporal relationship with the client, within the CR-Marketing. Fields of activity are drawn so as to be in harmony with the relationship with one's clients. In a two-dimensional graphical representation (on the ordinate being the intensity of the relationship and on the abscissa the duration of the relation), the relation starts with attracting customers; it reaches a climax, starting from which, because of errors in marketing or communication (production, quality, innovation, inefficient communication, discontents or dissatisfactions), the curve goes down to the departure of the clients to other organizations, or their recovery and prolonging the life cycle of this relationship by investing in certain processes meant to prolong this life cycle. The path followed by clients (Figure 1) is not the same for every company or every product from the company, and is not common with the "normal" curve in CR-Marketing or may even not follow all the stages outlined. The migration of customers to other firms occurs whenever a change occurs, either rational or emotional, that affects them or discontents them. To measure the effectiveness of the relationship between the firm and its clients, firms can realize a cost-benefit analysis, determining the value of the relation, the company's profits rising in direct proportion to the number of loyal clients. Customer value actually means the value that the customer brings to the firm. ` 2.2. Model for measuring customer content.
To be engaged in a long-term relationship with a company, and to be faithful to him, it is necessary to measure the client's degree of satisfaction. Such a model that determines the degree of the customer gratitude/enthusiasm is the Kano model (Figure 2) .
Once the place of the clients within the business has been established, businesses must act on the basis of the three main pillars of the strategy created (Atkinson F., 2011, p. 16): implementation, review, improvement. Caring for clients is an important element in maintaining clients, winning new ones and finally winning their loyalty. Gaining a customer's loyalty means that he will buy a larger quantity within a company (Wellington P., 2010, p. 1). Providing clients with less defective products (even with 5% less), profits can be increased from 25 to 85%. For the customers, generally, the purchase cost does not matter very much; the choice of a product can be made from a number of competitors, so differentiation makes the difference when it comes to being chosen by consumers (Wellington P., 2010, p. 2).
According to studies carried out by Annual customer satisfaction surveys (CSSA) it was found that (Kenett R.S., Salini S., 2011, p.1):
-a very satisfied customer will be six times more likely to rebuy the product from a company in which another client was just satisfied; -a loyal customer spends 5-6 times more in this business than other clients who are disloyal; -increasing the expenditure by only 5% for keeping customers will bring higher profits by 25 up to 85%; -attracting a new customer costs 5-7 times more than keeping one; -satisfied customers say this to 5 other clients about their experience in purchasing;
-customers who are experiencing a problem will say it to 9 other clients; -a percentage of 91% of the dissatisfied clients will never buy again from this company.
The customer portfolio analysis
This analysis consists in dividing the clients of an organization based on (Buttle F., 2004, p. 114) :
-the strategic importance of the customer:
• value/volume purchased by the customer;
• clients' potential /prestige; • customers' markets and their leaders.
-the difficulty of managing the relationship with your customers:
• product features: novelty, complexity, • clients features: needs, requirements, behavior, purchasing power, technical and commercial skills held, preferences.
-the characteristics of competition:
• the number of competitors;
• their strengths but also weaknesses;
• the position of the competitors in relation to the clients.
Customer Profitability Analysis (CPA)
It is an application of the ABC method on individual clients and customer groups (Abdel-Kader M.G., 2011). Its implementation is really difficult and requires the involvement of several people willing to work in teams.
Steps required for the implementation (Schafer E., 1999, p. 28): -segmentation and determination of the most appropriate clients to increase profitability. Their division may be made depending on the volume purchased or the amount spent, consequently determining the most loyal customers (Buttle F., 2004, p. 105) .
-dividing the costs on two categories; costs that can be avoided will be those determined by the customers or even reduced to zero.
-allocation of costs and revenues on each segment of clients (determining rebates and the delivery costs, transport costs or labour force costs).
According to this method, managers must know when to raise the prices of certain products taking into account the increase in demand in some segments of clients (AbdelKader M.G., 2011).
CPA relies on actual data regarding the purchases made by customers in the past and their related costs. In this model it is important to evaluate (Ryals L., 2009, p. 22) :
-the degree of dependence of the organisation on its clients and the number of new clients attracted;
-the balance between the degree of retention of customers and the number of new clients attracted;
-the period of attraction of the customers and the costs associated to this process.
The SOSTAC Model
Helps managers to remember more easily the key elements of a marketing communication plan with one's clients (Russell Smith P., Taylor 
PCV -Past customer value
Using this indicator, we can determine the value of a customer using data recorded in the database relating to the purchase or behavior of the past. Thus, the customer value is determined based on the total contributions made by the customers in the past. Kumar V. (2008, p. 12) , developed the following formula, necessary to determine the present value of a customer by using past date about STIs buying behavior:
where: I = nb. of customers, r =discount rate (1% per month), t= number of current periods of time, and GCit=contribution of transactions (being 30% from the spent amount).
Case study
In order to better understand the indicator presented we calculate a score PCV for a client X of the firm Y based on the amount spent (Table 1) of it during the month of November 2016-March 2017, which we will preview the next value in the months of April, May and June 2017. After calculating values for GC, it will also be calculated: PCVscore = 27x (1+0,01) + 24x (1+0,01) 2 + 30x (1+0,01) 3 + 66x (1+0,01) 4 + 180x (1+0,01) 5 = 27.27+ 24.48+ 30.91+ 68.67+ 189.18= 340.51 From these calculations it follows that, the customer worth 340.51 u.m. in total contribution. This, however, does not demonstrate that it will be more active in the future nor to determine the costs of keeping the relation with the customer in the future. To observe the behavior of the near future, we will forecast the amounts that will be spent in the future, based on data from the past: The new forecast calculations during April, May and June 2017 shows that, in the near future client X will be worth 499.681 u.m. in the total contribution of the firm. This, however, shows that will be active in the future based on the past data recorded in the database about his purchasing behavior.
Conclusions
Organizations involved in networking with customers through learning 1-to-1 will obtain competitive advantage. The organization will learn about the customer behavior and desires through transactions and interactions, by "doing business", and, in turn, the clients will learn about the organization, by successive buying phases, by their interactions and experiences.
Information sharing can address three key areas in a product life cycle: Greater sharing of information about consumer trends and market trends between trading partners can lead to greater insights into consumer behavior, enabling both partners to better serve the consumer. Sharing information about real demand between two trading partners can enable the development of products that better meet consumer's needs. Sharing of accurate, real-time operational information between the two trading partners (Popa V, Duica M., 2011, p.134) .
Competitive advantage can also be obtained by "the ability to learn more about your customers than your competitors do" and "the ability to transform that knowledge into action faster than your competitors" -Jack Welch, former CEO, General Electric.
Applying such models, the parties involved in this correlation, the organization and the customer have to learn about each other and one another, through a continuous and biunivocal process by which clients learn more about their preferences from their own experiences and from the feedback received from the firm, thus being able to buy and to deal with the important aspects of their life, while the organization learns more about its strengths and weaknesses from each of its interactions and from the feedback received from its clients, thus, being able to offer new products, communicate more effectively, and develop more effective strategies and tactics.
